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 From television to tabloids, celebrity’s lifestyles persuade the general 
public.  Celebrities influence the general public, especially with their saturation in 
the mainstream media.  Celebrities are an influence in many ways, because so 
many people look up to them and claim to relate with that person.  One major 
influence celebrities have is in the realm of the fashion industry.  Celebrities are 
often photographed and video taped and whatever they are wearing will be 
conveyed images to the general public. The styles that they wear influence 
consumers and then they begin to copy the styles.  Consumers typically do so 
when they feel they relate to a particular celebrity, which justifies their reasoning 
to buy in on the fashion trends (Stone, 2007). 
STATEMENT OF THE PROBLEM 
The problem of this study was to determine males’ and females’ consumer 
behavior toward celebrity fashion and beauty lines. 
RESEARCH GOALS 
 The following hypothesis was used to guide this study: 
H1: Female consumers purchased more products from celebrity’s fashion and 
beauty lines than male consumers. 
BACKGROUND AND SIGNIFICANCE 
  Celebrities have always had an influence on the general public.  In 1934, 
Clark Gable starred in the movie It Happened One Night, and he was not wearing 
an undershirt.  Sales of undershirts plummeted radically after that movie 
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(Diamond & Diamond, 2008).  People look up to celebrities and use them as 
guides as to what is in and is not in style.  They seem to use the celebrity as an 
escape from everyday life, because the lifestyles of the rich and famous seems 
much more interesting than the normal everyday life they are use to living. But 
why are people so fixated on celebrities and their fashions? 
There are many fashion theories dealing with consumer behavior and 
celebrity status.  One of the oldest fashion theories known is the trickle-down 
theory.  This theory states that a style that is first adopted by people at the top of 
the social pyramid will gradually win acceptance at the lower social levels (Stone, 
2007). Even though celebrities seem to be cutting edge with fashion, they are not 
the token ones in the fashion industry. Consumer behavior is key in the fashion 
industry; it is what will make or break overall company revenue.  “Consumers’ 
wants and needs create a cycle of consumer demand, industry catering to that 
demand, and finally, consumer acceptance with the purchase of merchandise in 
the retail market” (Frings, 2008, p. 62).   
The relationship between celebrities and consumer behavior is an 
important topic to a wide range of subject areas. The compilation of data from the 
research will determine the common factors that impacted the relationship 
between these two variables. It will assist in filling the gap of knowledge between 
the reasoning why consumers purchase celebrity’s fashion and beauty lines.  In 
addition, the overview of this study could assist in marketing efforts by the 




 The following were limitations to this research study: 
• The participants of this study were students from Old Dominion 
University enrolled in OTS 110T, Technology and Your World, in 
Spring 2008. 
• Students chose this course from a selection of required general 
education courses, which filled a required technology 
perspective for university general education. 
• The celebrities named within the study were Shawn “Jay-Z” 
Carter, Sean “Diddy” Combs, “50 Cent” Curtis James Jackson 
III, Beyonce Knowles, Jennifer Lopez, Nelly, Sarah Jessica 
Parker, Kimora Lee Simmons, Russell Simmons, Vanessa and 
Angela Simmons, Jessica Simpson, Gwen Stefani, Justin 
Timberlake, and Pharrell Williams. 
ASSUMPTIONS 
The following assumptions were made in this study: 
• The participants were fashion conscience in their purchasing 
decisions. 
• The participants consisted of both males and females. 
• The students involved in this study had previously purchased a 





The development of this study was compiled through the review of 
literature and the administering of a survey.  The review of literature was 
conducted related to the research variables of celebrities and their fashion 
influence on the general public.  Through the literature review, the researcher 
was able to gain information surrounding the subject areas.   
 The researcher developed an anonymous survey that was used to 
generate findings in relation to the research goals.  Survey questions were 
developed to determine if male and female consumers had purchased celebrity 
fashion or beauty lines.  Additional information would reveal why the consumers 
have or have not purchased products from celebrity lines.  
 The survey was distributed at Old Dominion University within the 
Department of Occupational and Technical Studies, in five sections of OTS 110T 
course, Technology and Your World.  The researcher provided the instructor of 
each section of the course with survey packets for each class. The instructor 
selected a student to distribute the survey packets to each student within the 
class at the beginning of the class session. The instructor was not present when 
the surveys were administered.  The survey packet included a cover letter, 
instructions, and a survey. The students were instructed to read the cover letter, 
instructions, and then complete the survey. After completion, the students 
returned the answered surveys into the survey packet envelope.  Once all the 
survey packets were returned to the front of the classroom, the student took the 
envelope to the department office and placed them into the researcher’s mailbox.  
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Data would not be able to be identified back to the individual classes or students.  
The researcher then calculated the findings using the chi-square statistical 
method and made a conclusion. 
DEFINITION OF TERMS 
 The following definitions were important to the field the researcher was 
studying. 
Collection – “is used to describe an expensive line of clothing in the United 
States and Europe” (Stone, 2007, p. 160). 
Fashion – “a style that is accepted and used by the majority of groups at any one 
time” (Stone, 2007, p. 8). 
High Fashion – “styles or designs accepted by a limited group of fashion leaders-
the elite among consumers-who are first to accept fashion change” (Stone, 2007, 
p. 8). 
Line – “assortment of new designs offered by manufacturers to their customers, 
usually on a seasonal basis” (Stone, 2007, p. 94). 
Style – “is any particular characteristic or look in apparel or accessories” (Frings, 
2008, p. 62). 
Trickle-down theory – “the theory of fashion adoption, which maintains that to be 
identified as true fashion, a style must first be adopted by people at the top of the 
social pyramid. The style then gradually wins acceptance at progressively lower 




OVERIEW OF THE CHAPTERS 
Chapter I introduced the background and significance of fashion, fashion 
acceptance, and fashion theory, which involved celebrities and their influence on 
the fashion world.  Along with the problem came limitations that Old Dominion 
students from an Occupational and Technology Studies course were the only 
subjects studied, but were general education students.  The assumptions of this 
study were that the students were fashion conscience when making a purchasing 
decision, they were both male and female, and they had previously purchased a 
product form a celebrity’s line.  Definitions were also presented, which helped to 
determine their meaning in relation of this study. 
 In Chapter II, the researcher conducted a review of literature to further 
gain knowledge of celebrity influence on the fashion world and consumer 
behavior.   This chapter provided a deeper understanding of celebrity influence 
and consumer behavior.   
 In Chapter III, the researcher used the information gained from Chapter II 
to develop a survey that would determine if male and female consumers 
purchased celebrity lines. This chapter provided further details regarding the 
implementation and methods used to conduct the research. 
 In Chapter IV, the findings of the data collected were reported.  The 
survey data helped to answer the research goals.   
Chapter V includes a summary, conclusion, and recommendations, which 
were drawn from the research.  Conclusions were drawn about the consumers 
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who purchased a product from a celebrity’s line.  Recommendations were made 























REVIEW OF LITERATURE 
When analyzing the relationship between celebrity’s lines and consumers, 
it was important to review other research on these topics. This review was 
performed to provide a deeper understanding of celebrity influence and 
consumer behavior.   Chapter II was divided into three sections where the 
following topics were discussed: 1) a history of celebrity influence, 2) fashion 
change and consumer acceptance, and 3) consumer behavior in fashion. 
HISTORY OF CELEBRITY INFLUENCE 
“Silent films had, by the 1920s, become a part of everyday life” (Tortora & 
Eubank, 2005, p. 390).   The movies brought images of stunning actors and 
actresses into small towns all across America. They also provided a diversion to 
what was happening in reality. The lives represented in the films helped to 
emphasize the self-indulgent position and helped to spread city dress and the 
way of living.   “Film stars became fashion setters” (Tortora & Eubank, 2005, p. 
390).  Rudolph Valentino became an idol to men during this decade because of 
his patent leather hair look.  In Joan Crawford’s first major film role, the actress 
embodied the flapper look of the 1920s and women all across the country copied 
her hair, makeup, and clothes.   
“With the beginning of talking pictures in 1927, films became more popular 
than ever” (Tortora & Eubank, 2005, p. 390).  Hollywood’s Golden Age was what 
the 1930s have been referred, because Hollywood had movie after movie to 
entertain people during the Depression. Some of the films during this time were 
 9 
thought to have too much nudity and sex, which led to strict codes as to what 
could and could not be shown on screen. Many films of the 1930s did not reflect 
the economic lows of the Depression; women would wear lavish gowns and their 
houses were marvelously furnished (Tortora & Eubank, 2005). Moviegoers would 
gladly pay to see a movie to escape their everyday troubles for a couple of hours.  
The people became crazy over Hollywood stars, who became fashion icons.  
Some of the big stars during this time were Clark Gable, Bette Davis, Jean 
Harlow, Greta Garbo, Bob Hope, the Marx brothers, Fred Astaire, Ginger Rogers, 
and Shirley Temple (Sutton, 2005). 
 In It Happened One Night (1934), Clark Gable appeared without an 
undershirt and sales of undershirts dropped dramatically (Diamond & Diamond, 
2008). Women bleached their hair like Jean Harlow, and mothers curled their 
daughter’s hair like Shirley Temple. This was the start of celebrities becoming 
fashion icons (Tortora & Eubank, 2005). 
In 1948, the television became commercially available to the American 
public. At this time there were only 20 stations on air and 172,000 families had 
sets.  According to the Census of 1950, five million families reported that they 
had a TV set in their home (Brooks, 1966).  “As a medium for the spread of 
fashion information, television probably had an indirect impact on fashion” 
(Tortora & Eubank, 2005, p. 431).  The influences from the television on fashion 
were more apparent with the young of this time period.   White buckskin shoes 
(called white bucks) became popular among the public after Pat Boone started 
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wearing the shoes.  The looks of Elvis Presley and Davy Crockett coonskin caps 
also became popular (Tortora & Eubank, 2005). 
Lucille Ball of the I Love Lucy show integrated her pregnancy into the 
show, which allowed maternity clothes to gain more attention.  Early television 
shows depicted exaggerated middle-class housewives as the common female 
character.  Women that wanted to copy the fashions on TV would have to focus 
on cocktail dresses and ball gowns worn by the singers and actresses on their 
shows (Tortora & Eubank, 2005). 
In the 1960s, music became a huge influence on fashion.  The Beatles 
were very popular and their mod style outfits and long hair became a fashion 
sensation for all of their fans.  Politicians also began to become style icons.  The 
Kennedy family, who was very attractive, set fashion styles for the time period.  
John Kennedy went to his inaugural speech in 1961, wearing no hat, causing hat 
use to decline in men’s fashion.  Jackie Kennedy also was a huge style icon.  
The press paid a lot of attention to her style.  The styles she was associated with 
were, “the pillbox hat, A-line skirts, low-slung pumps, wraparound sunglasses, 
and empire style evening dresses” (Tortora & Eubank, 2005, p. 464). These 
styles became extremely popular with the general public with her appearances in 
the mainstream media. 
By the 1980s, the general public began to relate to the celebrities on TV. 
They would mock the different styles of celebrities that would fit into their style 
tribe.  MTV allowed for the general public to relate to the new generation of music 
of rap and rock.  Sneakers, high tops, oversized T-shirts, big gold earrings, and 
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gold chains were the fashions copied from the celebrity influences (Tortora & 
Eubank, 2005). 
“Motion pictures and television continued to influence fashion” (Tortora & 
Eubank, 2005, p. 519).  The personalities on TV shows or films started to inspire 
different looks.  Some films brought back past eras fashion, which would lead to 
the recreation of new garments.  Table 1 provides specific examples of fashion 
influences from movies, television, music, and music videos from 1980 to 2003. 
The rock bands and stars of the 1970s through the 1990s such as Michael 
Jackson, Madonna, Grace Jones, Annie Lennox, and others had followers who 
copied their style of dress.  Teen fashion acquired most of their trends from the 
music world.   They would pick up their styles from their music videos and then 
portray them to the general public.  Due to the diversity in music of the 1980s and 
1990s, there were many different fashion trends that existed.  Musician fans who 
lived in rural areas could get information on their favorite celebrity thanks to the 
Internet.  They were now capable of seeing what their icons wore, so that they 
could go out and imitate the style (Tortora & Eubank, 2005). 
With the enormous name power, some musicians created their own 
fashion lines.  Hip Hop artists like Russell Simmons started Phat Farm, Jay Z 
started Rocawear, and Jennifer Lopez created a line called J.Lo. Today there is a 
plethora of celebrity fashion lines.  Jacqueline Smith, Beyonce Knowles, Justin 
Timberlake, Sarah Jessica Parker, Jessica Simpson, Mandy Moore, Pharrell 
Williams, Sean Combs, Nelly, Gwen Stefani, and Victoria Beckham are all 
celebrities who have fashion lines out at present time.  The list of celebrities 
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breaking out into the fashion industry seems to go on forever.  Is this the future of 
designing in the fashion industry or will consumers get weary with being over 
saturated with celebrities (Tortora & Eubank, 2005)? 
Table 1. Media Influences on Fashion: 1980-2003 
Media Dates Style Influences 
Motion Pictures      1981           Raiders of the Lost Ark: gives men’s Stetson-type hats brief popularity. 
                               1983           Flashdance: made gray sweatshirt fabric dress a popular fashion. 
                               1985           Top Gun, with Tom Cruise, started a fashion for cropped hair and military                 
                                                  look. 
1986   Sid and Nancy: Film about punk rock stars helps to maintain interest in punk                             
                   styles. 
 
1996   Three films made from Jane Austen Novels contributed to a revival in empire    
                   styles. 
 
                               1999           The coats worn in The Matrix helped make trench coats popular in  
                                                  subsequent couture collections.  
 
2000    In Erin Brockovitvh, Julia Roberts wore a special bra that gave a natural look    
   and cleavage to flat chested women. 
 
                               2001           Moulin Rouge contributed to fashion for lace, Edwardian clothing, and 
                                                  bustiers. 
Television              1978-91       Dallas: creates interest in Stetson hats and Western attire. 
                              1984-89       Miami Vice: star Don Johnson with unshaven look, no socks. 
Popular music       1980s           Michael Jackson wore one sequined glove on his right hand, was imitated by  
 and popular                               teens. 
music videos                               
                                                   Madonna wore sexy outfits, including such items as off-the shoulder-bra     
                                                   straps, torn fishnets stockings, leather and chains, and imitated Marilyn  
                                                   Monroe’s look from the 50’s.      
                     
                                                   Rock group Public Enemy with the song “Black is Back” helped to begin the   
                                                   revival of African-Influenced styles.                                       
 
                              1990s           Teens who followed hip-hop, grunge, reggae, or other music groups  
                                                   adopted the styles worn by these musicians. 
 
                              Late              Spice Girls music group’s skimpy bustiers, bare-midriffs halter tops were  
                              1990s           copied by fans.                    
                                          
                               
                              Late              A number of successful musicians start their own clothing lines. 
                              1990s 
                              to 2000s 
(Tortora & Eubank, 2005, p. 520).   
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FASHION CHANGE AND CONSUMER ACCEPTANCE 
 Fashion change is a cycle that is created by fashion acceptance and 
rejection.  Fashion is interesting because it is constantly changing.  Many people 
think that fashion changes only to motivate buying, so they criticize fashion’s 
inconsistency.  It is true to say that the public would not purchase fashion apparel 
and accessories as much if the fashions did not change.  Fashion is used for 
consumers to visually express their relationship to current events and to life itself.  
There are three reasons fashion changes.  The first, it reflects changes in the 
person’s life. Second, people need change, and lastly people get bored with what 
they already have.  Since fashion is a result of change, a sense of timing is an 
important benefit for anyone involved in the fashion industry.  Designers have to 
make a decision on when their clients will be ready to accept a particular style 
(Frings, 2008). 
 When customers must buy and wear a certain style, that means that they 
have accepted it as a fashion.  It is the public’s decision on what styles will 
become fashion.  Acceptance by a large number of people will make a certain 
style into a fashion.  The acceptance of fashion is usually portrayed through the 
fashion cycle.  The fashion cycle is typically shown as a normal curve which 
includes five different stages: introduction, rise in popularity, peak of popularity, 
decline in popularity, and rejection.   
 The introduction phase introduces a new style from designers at a high 
price, which only allows a few people to afford the item.  The item is produced in 
small quantities to give the designer more freedom for creativity and allow 
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retailers to start selling the product without over saturating the market.  Some of 
the new styles are loaned to movie and TV stars to wear so that many people will 
see them in the style (Frings, 2008).  
 When new styles are worn by celebrities on television or if they are 
photographed for a magazine, then the general public can now view the garment.  
The item will then gain attention.  People may want to buy the product, but they 
necessarily cannot afford it. The popular styles are then copied and modified by 
the mainstream manufacturers to make the style available to the general public.  
This is done through the use of less expensive fabrics and they may modify the 
item to sell them at a lower price.   
 “When a fashion is at the height of popularity, it may be of such demand 
that more manufacturers copy it or produce adaptations of it at many price levels” 
(Frings, 2008, p. 65).  Quantity production requires mass acceptance.  Sooner or 
later, so many copies are mass-produced that the fashion conscious people get 
tired of the style and begin to look for something new.  Customers may continue 
to wear the garment, but they will not spend money to buy the item at a regular 
price.  The declining styles will be put on the sales rack, which will make room for 
new fashion.   
 During the last phase of the fashion cycle, some consumers have already 
moved on to a new style, which starts a new cycle. The obsolescence phase 
occurs when the style is out of fashion and retailers cannot give the item away 
(Frings, 2008). 
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 The length of the fashion cycle varies based on the style that is 
introduced.  All the fashions follow the same pattern, but the timetable may be 
different for each.  Some fashions take a short time to peak in popularity while 
others may take longer.  The decline speed also differs; it could be quick or it 
could be slow.  Some styles are seen only in one selling season, while others last 
multiple seasons.   
 Certain styles may never become completely obsolete; they may remain 
accepted over an extended period.  A classic is a staple item that has a simple 
design which keeps it from looking dated.  Classic items are accepted for long 
periods of time.  Some fashions are short lived, which are known as fads.  These 
types of styles can come and go in one season.  They will not hold consumer 
attention for very long.  They tend to be very inexpensive and flood the market 
which makes it over saturated.   
 The fashion cycle is a key part of fashion styles and trends.  Consumers 
control the fashion cycle, which helps to show the acceptance pattern of 
consumer behavior (Frings, 2008). 
CONSUMER BEHAVIOR IN FASHION 
“How customers relate to the phases of fashion cycles has to do with the 
consumer group to which they belong” (Frings, 2008, p. 67).  There are two 
consumer groups that deal with the fashion cycle: fashion leaders and fashion 
followers.  Fashion leaders are the people who look for new trends at the 
beginning of the fashion cycle and wear it before it becomes overwhelmingly 
accepted.  They tend to be very confident in their style.  They like to be different 
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from the rest and they also will attract attention from others.  “Fashion leaders 
are a very small percentage of the public.  They typically fall into two categories: 
fashion innovators and fashion role models” (Frings, 2008, p. 67).   
Fashion innovators are ones that create fashion.  They could either design 
garments themselves or just express their individual style through the piecing of 
fashion items together to make one look.  They are always looking for different 
ways to utilize color, fabrics, and different ways to accessorize.  They may find 
unique fashions in small boutiques or vintage stores, if they do not design their 
own style.  They tend to be very fashion forward and inspirational with the way 
they put their clothes together (Frings, 2008).  Beauty, status, and wealth helps 
to determine the fashion motivators or role models.  To get publicity, designers 
will allow celebrities to wear their fashions.  The celebrities will be seen at public 
events and photographed or end up on TV.  They influence the way people 
dress, by being a role model to anyone who identifies themselves with them.  
Fashion motivators are important to the fashion industry.  Celebrities in the 
fashion leader category come from different markets including media, politicians, 
TV and movie stars, musicians, and even supermodels (Frings, 2008). 
The whole aspect of the fashion industry that makes it successful is the 
consumers who are fashion followers.  “Most men and women seek acceptance 
through conformity and like to emulate world, national, or community fashion 
leaders to feel confident” (Frings, 2008, p. 69).  Fashion followers will accept a 
trend when others have done so before hand.  There are many reasons why 
consumers become fashion followers, including:  
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• The lack of time and energy devoted to being fashion forward. 
• They are busy with jobs and families.  
• They need to be exposed to the style for a solid length of time before 
accepting the style. 
• They are insecure about their own taste, so they look towards others 
fashion trends.  
• They want to fit in with their peers so that they are accepted.  
• They tend to copy people that they admire.   
Some people feel that others should care more about their intelligence and not 
based on how they look or dress (Frings, 2008).   
For this research it was imperative to include the theory on which 
consumers adopt fashion trends.  There are three variations of the fashion 
adoption process: trickle-down theory, trickle-up theory, and the trickle across 
theory.  For this research the focus will be put on the traditional fashion adoption 
also known as the trickle-down theory.  The trickle-down theory is based on a 
process of adapting fashions from Paris, Milan, London, and New York 
designers.  Since these items are typically expensive, the fashion leaders are 
normally the only ones who can afford them.  As the new styles are worn by the 
publicized celebrities, the consumers are exposed to the new looks.  As the 
fashions gain acceptance, manufactures make inexpensive adaptations of the 
trend to allow the majority of the public to afford the style.  Eventually everyone 
will get bored with the style and a new cycle will start all over again (Frings, 
2008).   
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The last part of this section will discuss the motives for consumer buying.  
To make the right judgments within the industry, consumer motivation must be 
understood.  In the past, the majority of the population bought new fashion items 
only when they needed it. For example, a special occasion or because clothes do 
not fit or are worn.  The average person could not afford more than the basic 
needs.  In today’s world, people are buying because they want and like the new 
clothes.  Buying motives vary from consumer to consumer, but the motives can 
either be emotional or rational.  Some people buy clothes to be attractive.  They 
want clothes that are flattering on their body shape, show off their attributes, and 
help them look their best.  Consumers will buy clothes to be fashionable.  They 
want to feel trendy or part of the mainstream fashion world.  Some people buy 
clothes to fill an emotional need.  New clothes help some people to feel better 
psychologically.  Being secure because they feel they are up to date on current 
fashion trends gives them self-confidence.  Another reason consumers are 
motivated to buy is to fill a basic lifestyle need.  People may need coats for the 
winter season or clothes for exercising.  Some people buy to project a certain 
image.   They want to impress others and establish unique identities with fashion.  
They would like it to appear that they have a higher income level and a high level 
of taste.  The final motive consumers’ purchase is to be accepted by friends, 
groups, and colleagues.  People like to relate to whom they are surrounded, so if 
they dress similar they feel a connection.  This could be the same idea for 
looking towards celebrities for fashion guidance.  To feel close to a certain 
celebrity one may dress very similar (Frings, 2008).  
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SUMMARY 
Chapter II explained the literature review on celebrities and consumer 
behavior. This chapter studied the history of celebrity influence, fashion change 
and consumer acceptance, and consumer behavior in fashion.  The literature 
stated that the general public began copying the lifestyles of the rich and famous 
in the 1920s.  This chapter also gave the chronological order of celebrities and 
their influence on the general public from the 1920s through the early part of the 
2000s.  The fashion life cycle was explained as well as why consumers buy 
fashion.  This chapter also explained fashion theories and explained the two 
types of consumers, fashion leaders and fashion followers.  Chapter III discusses 
the methods and procedures practiced by the researcher to obtain the needed 












METHODS AND PROCEDURES 
The problem of this study was to determine males’ and females’ consumer 
behavior toward celebrity fashion and beauty lines. This chapter covers the 
methods and procedures utilized in this research study. The methods and 
procedures developed within this chapter were used to generate findings about 
Old Dominion University students’ consumer behavior patterns in relation to 
celebrity lines. The following sections were included in Chapter III: population, 
research variables, instrument design, methods of data collection, classroom 
procedures, statistical analysis, and summary. 
POPULATION 
The population of this study were students attending Old Dominion 
University enrolled in five of the six sections of the OTS 110T course, 
Technology and Your World, in the Spring 2008 semester.  The students were 
participating in the chosen course to fulfill a general education requirement.  
There were 120 students enrolled in the five sections of this course.  
RESEARCH VARIABLES 
The research variables that were included in the study were the 
experience or options that the students selected which in turn gave the student’s 
result.   The student’s selection served as the dependent variable in the study, 
whereas the experience with their surroundings of celebrity’s products and 
celebrity’s publicity in the media served as the independent variables. Due to the 
student’s exposure to celebrity lifestyles and their products, they would form an 
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opinion based on the celebrities and their products.  The student’s opinions 
would then force them to explain why they did or did not purchase a product from 
celebrity fashion or beauty lines. 
INSTRUMENT DESIGN 
The instrument used to generate findings was an anonymous survey. The 
instrument was structured using closed formed questions pertaining to student’s 
consumer behavior in relation to celebrity fashion and beauty lines.  The 
questions contained celebrities and their fashion and beauty lines.  There were 
fourteen celebrities named in the survey.  There were additional questions based 
on the consumer’s behavior in relation to celebrity’s lines. The participant was 
asked to read each question and answer if they have or have not purchased a 
product from each of the celebrity lines.  If the participant had purchased a 
celebrity’s product, then the participant was to provide why they purchased, 
based on the two options given.  If the answer was no, the participant was to 
provide why they did not make a purchase based on the options given.  The 
following is an example of the options given: 
Have you ever purchased a product from a celebrity’s fashion line? 
               Yes          If yes, was the determining factor of your purchase based only on your like 
of the celebrity and the connection you feel you would have with him/her 
once wearing garments, accessories, or beauty products from their line? 
 
   If yes, was the purchase based only on your like of the style, 
   quality, or price of his/her products? 
                         
   No  If no, was this because you do not like the celebrity, so you do  
    not want to buy into his/her line? 
 
   If no, was this because you genuinely do not like the style,  
   quality, or price of his/her products? 
 




METHODS OF DATA COLLECTION  
Participants were selected by examining the student body of Old Dominion 
University. The course, OTS 110T, Technology and Your World, was chosen to 
represent the Old Dominion University undergraduate student body. This course 
provided a true sampling of Old Dominion University undergraduate student 
body, since it was a course that met a general education requirement for all 
degree-seeking undergraduates.  
CLASSROOM PROCEDURES 
The researcher provided the instructor of each section of the course with 
twenty-four survey packets for each class. The instructor selected a student to 
distribute the survey packets to each student within the class at the beginning of 
the class session. The instructor was not present when the surveys were 
administered.  The survey packet included a cover letter, instructions, and a 
survey. The students were instructed to read the cover letter, instructions, and 
then complete the survey. They had the option of not completing the survey or 
participating in the study.  After completion, the students returned the answered 
surveys into the survey packet envelope.  Once all the survey packets were 
returned to the front of the classroom, the student took the envelope to the 
department office and placed them into the researcher’s mailbox.  Data would not 
be able to be identified back to the individual classes or students.   
STATISTICAL ANALYSIS 
After the collection of surveys, the data regarding students were tabulated 
and recorded. The chi-square method was used to determine student’s 
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consumer behavior in relation to purchasing celebrity fashion and beauty lines. 
The chi-square was a means of answering the questions about data that existed 
in the form of frequencies.  Additional data revealed the reasons why students 
purchased celebrity fashion and beauty lines. 
SUMMARY 
Chapter III explained the methods and procedures used to generate data 
to answer the research goal. The population of the study were students from Old 
Dominion University enrolled in OTS 110T, Technology and Your World, in 
Spring 2008 semester. The instrument used to generate findings was a close-
ended question survey, with questions containing celebrities and their fashion 
and beauty lines.  There were fourteen celebrities named in the survey.  The 
participant was asked their gender and asked to read each question and answer 
if they have or have not purchased a product from each of the celebrity lines. 
There were additional questions based on the consumer’s behavior in relation to 
celebrity’s lines. This chapter also included the methods of data collection and 
classroom procedure. The surveys collected would be used to determine the 
findings to the problem.  The chi-square method of data would assess which 
gender purchased and have not purchased products from a celebrity line. The 
findings were used to project which gender purchased more products from 
celebrity lines.  
Chapter IV reports the findings from the conducted research. The findings 
will provide if the students had purchased or had not purchased a product from a 
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celebrity line.  It will then provide a deeper insight as to why the participants did 

























 This chapter presents the findings of celebrity’s fashion and beauty lines 
influence on consumer’s choice. The problem of this study was to determine 
males’ and females’ consumer behavior toward celebrity fashion and beauty 
lines. In this chapter the following sections of findings are presented: overview of 
responses, analysis of the data gathered, and a summary. 
OVERVIEW OF RESPONSES 
 The participants in this study were students enrolled at Old Dominion 
University. Participants were students enrolled within five of the six classes of the 
OTS 110T course, Technology and Your World, in the Spring 2008 semester. In 
each class, twenty-four surveys were distributed; a total of one hundred and 
twenty surveys were distributed. Of the one hundred and twenty surveys, eighty-
four surveys were completed and returned to the researcher for an overall 
response rate of 70 percent. The eighty-four surveys were used in the completion 
of this study. The overview of responses survey data is presented in Table 2. 
 
Table 2. Overview of Responses 
Classes Total Sent Total Response Percentage of 
Response 
5 of the 6 
sections of 
OTS 110T 






 The survey consisted of sixteen questions about celebrities and their 
fashion and beauty lines.  There were fourteen celebrities named in the survey.  
There were additional questions based on the consumer’s gender and behavior 
in relation to celebrity’s lines.  
Question 1, Please select the box which indicates your sex. 
There was a 100 percent response rate to Question 1. Of the eighty-four 
respondents, thirty-five or 42% were male. Of the eighty-four respondents, forty-
nine or 58% were female. The survey data for Question 1 is presented in Table 
3. 











84 35 42% 49 58% 
 
Question 2, Have you ever purchased a product from Beyoncé Knowles’s fashion 
lines: “House of Deréon” (Couture. Kick. Soul.) or “Deréon” (The Deréon 
Collection)? 
 There was a 100 percent response rate to Question 2. Thirty-five males 
responded that they had not purchased a product from Beyoncé Knowles’s 
fashion lines.  Five females responded that they had purchased a product from 
her line, while forty-four females responded that they had not purchased a 
product from her lines. See Table 4.1. The Chi-square correlation produced a 
value of 3.79, which exceeded the level of significance of 2.710 at p>0.05. The 
degree of freedom was one. Table 4.2 shows the Chi-square data collected from 
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Question 2.  Of the five respondents that had purchased a product, one or 1.19% 
claimed that the determining factor of their purchase was based on their like of 
Beyoncé and the connection they felt they would have with her once wearing a 
garment or accessory from her lines. The remaining four respondents or 4.76% 
claimed that their purchase was based only on the like of the style, quality, or 
price of her products. Of the seventy-nine respondents who had not purchased a 
product from her lines, eleven or 13.09% claimed that they had not purchased a 
product from her lines because they did not like Beyoncé.  Thirty-five 
respondents or 41.67% claimed they had not purchased a product from her lines 
because they genuinely did not like the style, quality, or price of her products.  
Thirty-three or 39.29% of the respondents claimed that they had not purchased a 
product from her lines because they were unfamiliar with Beyoncé having fashion 
lines. Table 4.3 and 4.4 presents the additional survey data for Question 2.   
Table 4.1. Question 2 
 Male Female 








Table 4.2. Question 2: Chi-Square 












on like of 
celebrity 
Purchased 




based on like of 
product 






Table 4.4. Question 2: Reasons Consumers had not Purchased  
Consumers 
















79 11 13.09% 35 41.67% 33 39.29% 
 
Question 3, Have you ever purchased a product from Jessica Simpson’s fashion 
lines: “JS by Jessica Simpson” (handbags, shoes, and swimwear) or “Princy”, her 
beauty lines “Dessert”, or “Dessert Treats” or “Jessica Simpson Hair 
Extensions”? 
 There was a 100 percent response rate to Question 3. One male 
responded that he had purchased a product from Jessica Simpson’s fashion or 
beauty lines, while thirty-four males responded that they had not purchased a 
product from her lines.  Fifteen females responded that they had purchased a 
product from her lines, while thirty-four females responded that they had not 
purchased a product from her lines. See Table 5.1. The Chi-square correlation 
produced a value of 10.2, which exceeded the level of significance of 5.410 at 
p>0.01. The degree of freedom was one. Table 5.2 shows the Chi-square data 
collected from Question 3.  All of the sixteen respondents or 19.05% that had 
purchased a product claimed that their purchase was based only on the like of 
the style, quality, or price of her products. Of the sixty-eight respondents who had 
not purchased a product from her lines, thirteen or 15.48% claimed that they had 
not purchased a product from her lines because they did not like Jessica 
Simpson.  Thirty-one respondents or 36.90% claimed they had not purchased a 
product from her lines because they genuinely did not like the style, quality, or 
price of her products.  Twenty-four or 28.57% of the respondents claimed that 
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they had not purchased a product from her lines because they were unfamiliar 
with Jessica Simpson having fashion or beauty lines. Table 5.3 and 5.4 presents 
the additional survey data for Question 3.  
Table 5.1. Question 3 
 Male Female 








Table 5.2. Question 3: Chi-Square 












on like of 
celebrity 
Purchased 




based on like 
of product 
16 0 0.00% 16 19.05% 
 
Table 5.4. Question 3: Reasons Consumers had not Purchased  
Consumers 
















68 13 15.48% 31 46.90% 24 28.57% 
 
Question 4, Have you ever purchased a product from Sean “Diddy” Comb’s 
fashion lines: “Sean John” or “Bad Boy Sportswear” or “Sean John Tailored”? 
 There was a 100 percent response rate to Question 4. Twelve males 
responded that they had purchased a product from one of Sean “Diddy” Comb’s 
fashion lines. Twenty-three males responded that they had not purchased a 
product from Sean Comb’s fashion lines.  Eighteen females responded that they 
had purchased a product from his lines, while thirty-one females responded that 
they had not purchased a product from his lines. See Table 6.1. The Chi-square 
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correlation produced a value of 5.31, which exceeded the level of significance of 
2.710 at p>0.05. The degree of freedom was one. Table 6.2 shows the Chi-
square data collected from Question 4.  Of the thirty respondents that had 
purchased a product, two or 2.38% claimed that the determining factor of their 
purchase was based on their like of Sean “Diddy” Combs and the connection 
they felt they would have with him once wearing a garment or accessory from his 
lines. The remaining twenty-eight respondents or 33.33% claimed that their 
purchase was based only on the like of the style, quality, or price of his products. 
Of the fifty-four respondents who had not purchased a product from his lines, 
twelve or 14.29% claimed that they had not purchased a product from his lines 
because they did not like Sean Combs.  Thirty-six respondents or 42.86% 
claimed they had not purchased a product from his lines because they genuinely 
did not like the style, quality, or price of his products.  Six or 7.14% of the 
respondents claimed that they had not purchased a product from his lines 
because they were unfamiliar with Sean Combs having fashion lines. Table 6.3 
and 6.4 presents the additional survey data for Question 4.   
Table 6.1. Question 4 
 Male Female 








Table 6.2. Question 4: Chi-Square 
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Purchased 




based on like of 
product 
30 2 2.38% 28 33.33% 
 



















54 12 14.29% 36 42.86% 6 7.14% 
 
Question 5, Have you ever purchased a product from Jennifer Lopez’s fashion 
lines: “J.Lo” or “Sweetface” or “JustSweet”? 
 There was a 100 percent response rate to Question 5. One male 
responded that he had purchased a product from one of Jennifer Lopez’s fashion 
lines. Thirty-four males responded that they had not purchased a product from 
Jennifer Lopez’s fashion lines.  Twenty females responded that they had 
purchased a product from her lines, while twenty-nine females responded that 
they had not purchased a product from her lines. See Table 7.1. The Chi-square 
correlation produced a value of 15.69, which exceeded the level of significance of 
5.410 at p>0.01. The degree of freedom was one. Table 7.2 shows the Chi-
square data collected from Question 5.  Of the twenty-one respondents that had 
purchased a product, one or 1.19% claimed that the determining factor of their 
purchase was based on their like of Jennifer Lopez and the connection they felt 
they would have with her once wearing a garment or accessory from her lines. 
The remaining twenty respondents or 23.80% claimed that their purchase was 
based only on the like of the style, quality, or price of her products. Of the sixty-
three respondents who had not purchased a product from her lines, seven or 
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8.33% claimed that they had not purchased a product from her lines because 
they did not like Jennifer Lopez.  Thirty-nine respondents or 46.42% claimed they 
had not purchased a product from her lines because they genuinely did not like 
the style, quality, or price of her products.  Seventeen or 20.23% of the 
respondents claimed that they had not purchased a product from her lines 
because they were unfamiliar with Jennifer Lopez having fashion lines. Table 7.3 
and 7.4 presents the additional survey data for Question 5.   
Table 7.1. Question 5 
 Male Female 








Table 7.2. Question 5: Chi-Square 
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based on like of 
product 
21 1 1.19% 20 23.80% 
 



















63 7 8.33% 39 46.42% 17 20.23% 
 
Question 6, Have you ever purchased a product from Justin Timberlake’s fashion 
line: “William Rast”? 
 There was a 100 percent response rate to Question 6. Two males 
responded that they had purchased a product from Justin Timberlake’s fashion 
 33 
line. Thirty-three males responded that they had not purchased a product from 
Justin Timberlake’s fashion line.  Two females responded that they had 
purchased a product from his line, while forty-eight females responded that they 
had not purchased a product from his line. See Table 8.1. The Chi-square 
correlation produced a value of .8, which did not exceed the level of significance 
of 2.710 at p>0.05. The degree of freedom was one. Table 8.2 shows the Chi-
square data collected from Question 6.  Of the three respondents that had 
purchased a product, one or 1.19% claimed that the determining factor of their 
purchase was based on their like of Justin Timberlake and the connection they 
felt they would have with him once wearing a garment or accessory from his line. 
The remaining two respondents or 2.38% claimed that their purchase was based 
only on the like of the style, quality, or price of his products. Of the eighty-one 
respondents who had not purchased a product from his line, six or 7.14% 
claimed that they had not purchased a product from his line because they did not 
like Justin Timberlake.  Twenty-six respondents or 30.95% claimed they had not 
purchased a product from his line because they genuinely did not like the style, 
quality, or price of his products.  Forty-nine or 58.33% of the respondents 
claimed that they had not purchased a product from his line because they were 
unfamiliar with Justin Timberlake having a fashion line. Table 8.3 and 8.4 
presents the additional survey data for Question 6.   
Table 8.1. Question 6 
 Male Female 









Table 8.2. Question 6: Chi-Square 
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3 1 1.19% 2 2.38% 
 



















81 6 7.14% 26 30.95% 49 58.33% 
 
Question 7, Have you ever purchased a product from Vanessa and Angela 
Simmons’s fashion line: “Pastry”? 
 There was a 100 percent response rate to Question 7. One male 
responded that he had purchased a product from Vanessa and Angela 
Simmons’s fashion line. Thirty-four males responded that they had not purchased 
a product from Vanessa and Angela Simmons’s fashion line.  Eight females 
responded that they had purchased a product from their line, while forty-one 
females responded that they had not purchased a product from their line. See 
Table 9.1. The Chi-square correlation produced a value of 3.87, which exceeded 
the level of significance of 2.710 at p>0.05. The degree of freedom was one. 
Table 9.2 shows the Chi-square data collected from Question 7.  Of the nine 
respondents that had purchased a product, two or 2.38% claimed that the 
determining factor of their purchase was based on their like of Vanessa and 
Angela Simmons and the connection they felt they would have with them once 
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wearing a garment or accessory from their line. The remaining seven 
respondents or 8.33% claimed that their purchase was based only on the like of 
the style, quality, or price of their products. Of the seventy-five respondents who 
had not purchased a product from their line, seven or 8.33% claimed that they 
had not purchased a product from their line because they did not like Vanessa 
and Angela Simmons.  Thirty-one respondents or 36.90% claimed they had not 
purchased a product from their line because they genuinely did not like the style, 
quality, or price of their products.  Thirty-seven or 44.05% of the respondents 
claimed that they had not purchased a product from their line because they were 
unfamiliar with Vanessa and Angela Simmons having a fashion line. Table 9.3 
and 9.4 presents the additional survey data for Question 7.   
Table 9.1. Question 7 
 Male Female 








Table 9.2. Question 7: Chi-Square 
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75 7 8.33% 31 36.90% 37 44.05% 
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Question 8, Have you ever purchased a product from Nelly’s fashion lines: 
“Apple Bottoms” or “Vokal Clothing”? 
 There was a 100 percent response rate to Question 8. Three males 
responded that they had purchased a product from one of Nelly’s fashion lines. 
Thirty-two males responded that they had not purchased a product from Nelly’s 
fashion lines.  Seventeen females responded that they had purchased a product 
from his lines, while thirty-two females responded that they had not purchased a 
product from his lines. See Table 10.1. The Chi-square correlation produced a 
value of 7.68, which exceeded the level of significance of 5.410 at p>0.01. The 
degree of freedom was one. Table 10.2 shows the Chi-square data collected 
from Question 8.  Of the twenty respondents that had purchased a product, five 
or 5.95% claimed that the determining factor of their purchase was based on 
their like of Nelly and the connection they felt they would have with him once 
wearing a garment or accessory from his lines. The remaining fifteen 
respondents or 17.86% claimed that their purchase was based only on the like of 
the style, quality, or price of his products. Of the sixty-four respondents who had 
not purchased a product from his lines, nine or 10.71% claimed that they had not 
purchased a product from his lines because they did not like Nelly.  Thirty-seven 
respondents or 44.05% claimed they had not purchased a product from his lines 
because they genuinely did not like the style, quality, or price of his products.  
Eighteen or 21.43% of the respondents claimed that they had not purchased a 
product from his lines because they were unfamiliar with Nelly having fashion 
lines. Table 10.3 and 10.4 presents the additional survey data for Question 8.   
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Table 10.1. Question 8 
 Male Female 








Table 10.2. Question 8: Chi-Square 
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64 9 10.71% 37 44.05% 18 21.43% 
 
Question 9, Have you ever purchased a product from Gwen Stefani’s fashion 
line: “L.A.M.B.”? 
 There was a 100 percent response rate to Question 9. Two males 
responded that they had purchased a product from Gwen Stefani’s fashion line. 
Thirty-three males responded that they had not purchased a product from 
Gwen’s fashion line.  Four females responded that they had purchased a product 
from her line, while forty-five females responded that they had not purchased a 
product from her line. See Table 11.1. The Chi-square correlation produced a 
value of 18.50, which exceeded the level of significance of 5.410 at p>0.01. The 
degree of freedom was one. Table 11.2 shows the Chi-square data collected 
from Question 9.  Of the six respondents that had purchased a product, one or 
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1.19% claimed that the determining factor of their purchase was based on their 
like of Gwen Stefani and the connection they felt they would have with her once 
wearing a garment or accessory from her line. The remaining five respondents or 
5.95% claimed that their purchase was based only on the like of the style, quality, 
or price of her products. Of the seventy-eight respondents who had not 
purchased a product from her line, seven or 8.33% claimed that they had not 
purchased a product from her line because they did not like Gwen.  Thirty-two 
respondents or 38.10% claimed they had not purchased a product from her line 
because they genuinely did not like the style, quality, or price of her products.  
Thirty-nine or 46.43% of the respondents claimed that they had not purchased a 
product from her line because they were unfamiliar with Gwen Stefani having a 
fashion line. Table 11.3 and 11.4 presents the additional survey data for 
Question 9.   
Table 11.1. Question 9 
 Male Female 








Table 11.2. Question 9: Chi-Square 
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78 7 8.33% 32 38.10% 39 46.43% 
 
Question 10, Have you ever purchased a product from Shawn “Jay-Z” Carter’s 
fashion line: “Rocawear.”? 
 There was a 100 percent response rate to Question 10. Twelve males 
responded that they had purchased a product from Jay-Z’s fashion line. Twenty-
three males responded that they had not purchased a product from Jay-Z’s 
fashion line.  Twenty-six females responded that they had purchased a product 
from his line, while twenty-three females responded that they had not purchased 
a product from his line. See Table 12.1. The Chi-square correlation produced a 
value of 3.17, which exceeded the level of significance of 2.710 at p>0.05. The 
degree of freedom was one. Table 12.2 shows the Chi-square data collected 
from Question 10.  Of the thirty-eight respondents that had purchased a product, 
eight or 9.52% claimed that the determining factor of their purchase was based 
on their like of Jay-Z and the connection they felt they would have with him once 
wearing a garment or accessory from his line. The remaining thirty respondents 
or 35.71% claimed that their purchase was based only on the like of the style, 
quality, or price of his products. Of the forty-six respondents who had not 
purchased a product from his line, five or 5.95% claimed that they had not 
purchased a product from his line because they did not like Jay-z.  Twenty-nine 
respondents or 34.52% claimed they had not purchased a product from his line 
because they genuinely did not like the style, quality, or price of his products.  
Twelve or 14.29% of the respondents claimed that they had not purchased a 
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product from his line because they were unfamiliar with Jay-Z having a fashion 
line. Table 12.3 and 12.4 presents the additional survey data for Question 10.   
Table 12.1. Question 10 
 Male Female 








Table 12.2. Question 10: Chi-Square 












on like of 
celebrity 
Purchased 




based on like of 
product 
38 8 9.52% 30 35.71% 
 
 



















46 5 5.95% 29 34.52% 12 14.29% 
 
Question 11, Have you ever purchased a product from Sarah Jessica Parker’s 
fashion line: “Bitten.”? 
 There was a 100 percent response rate to Question 11. One male claimed 
that he had purchased a product from Sarah Jessica Parker’s fashion line. Thirty-
four males responded that they had not purchased a product from Sarah Jessica 
Parker’s fashion line.  Twelve females responded that they had purchased a 
product from her line, while thirty-seven females responded that they had not 
purchased a product from her line. See Table 13.1. The Chi-square correlation 
produced a value of 7.30, which exceeded the level of significance of 5.410 at 
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p>0.01. The degree of freedom was one. Table 13.2 shows the Chi-square data 
collected from Question 11.  Of the thirteen respondents that had purchased a 
product, four or 4.76% claimed that the determining factor of their purchase was 
based on their like of Sarah Jessica Parker and the connection they felt they 
would have with her once wearing a garment or accessory from her line. The 
remaining nine respondents or 10.71% claimed that their purchase was based 
only on the like of the style, quality, or price of her products. Of the seventy-one 
respondents who had not purchased a product from her line, six or 7.14% 
claimed that they had not purchased a product from her line because they did not 
like Sarah Jessica Parker.  Twenty-five respondents or 29.76% claimed they had 
not purchased a product from her line because they genuinely did not like the 
style, quality, or price of her products.  Forty or 47.62% of the respondents 
claimed that they had not purchased a product from her line because they were 
unfamiliar with her having a fashion line. Table 13.3 and 13.4 presents the 
additional survey data for Question 11.   
Table 13.1. Question 11 
 Male Female 








Table 13.2. Question 11: Chi-Square 












on like of 
celebrity 
Purchased 




based on like of 
product 
13 4 4.76% 9 10.71% 
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71 6 7.14% 25 29.76% 40 47.62% 
 
Question 12, Have you ever purchased a product from Pharrell William’s fashion 
lines: “Billionaire Boys Club.” or “Ice Cream”? 
 There was a 100 percent response rate to Question 12. Six males claimed 
that they had purchased a product from Pharrell Williams’s fashion lines. Twenty-
nine males responded that they had not purchased a product from Pharrell 
Williams’s fashion lines.  Six females responded that they had purchased a 
product from his lines, while forty-three females responded that they had not 
purchased a product from his line. See Table 14.1. The Chi-square correlation 
produced a value of .4, which did not exceed the level of significance of 2.710 at 
p>0.05. The degree of freedom was one. Table 14.2 shows the Chi-square data 
collected from Question 12.  Of the twelve respondents that had purchased a 
product, four or 4.76% claimed that the determining factor of their purchase was 
based on their like of Pharrell Williams and the connection they felt they would 
have with him once wearing a garment or accessory from his lines. The 
remaining eight respondents or 9.52% claimed that their purchase was based 
only on the like of the style, quality, or price of his products. Of the seventy-two 
respondents who had not purchased a product from his lines, six or 7.14% 
claimed that they had not purchased a product from his line because they did not 
like Pharrell Williams.  Forty-two respondents or 50% claimed they had not 
purchased a product from his lines because they genuinely did not like the style, 
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quality, or price of his products.  Twenty-four or 28.57% of the respondents 
claimed that they had not purchased a product from his line because they were 
unfamiliar with him having a fashion line. Table 14.3 and 14.4 presents the 
additional survey data for Question 12.   
Table 14.1. Question 12 
 Male Female 








Table 14.2. Question 12: Chi-Square 












on like of 
celebrity 
Purchased 




based on like of 
product 
12 4 4.76% 8 9.52% 
 



















72 6 7.14% 42 50% 24 28.57% 
 
Question 13, Have you ever purchased a product from Russell Simmons’s 
fashion line: “Phat Farm”? 
 There was a 100 percent response rate to Question 13. Five males 
claimed that they had purchased a product from Russell Simmons’s fashion line. 
Thirty males responded that they had not purchased a product from Russell 
Simmons’s fashion line.  Twelve females responded that they had purchased a 
product from his line, while thirty-seven females responded that they had not 
purchased a product from his line. See Table 15.1. The Chi-square correlation 
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produced a value of 3.32, which exceeded the level of significance of 2.710 at 
p>0.05. The degree of freedom was one. Table 15.2 shows the Chi-square data 
collected from Question 13.  Of the seventeen respondents that had purchased a 
product, three or 3.57% claimed that the determining factor of their purchase was 
based on their like of Russell Simmons and the connection they felt they would 
have with him once wearing a garment or accessory from his line. The remaining 
fourteen respondents or 16.66% claimed that their purchase was based only on 
the like of the style, quality, or price of his products. Of the sixty-seven 
respondents who had not purchased a product from his line, six or 7.14% 
claimed that they had not purchased a product from his line because they did not 
like Russell Simmons.  Fifty respondents or 59.52% claimed they had not 
purchased a product from his line because they genuinely did not like the style, 
quality, or price of his products.  Eleven or 13.06% of the respondents claimed 
that they had not purchased a product from his line because they were unfamiliar 
with him having a fashion line. Table 15.3 and 15.4 presents the additional 
survey data for Question 13.   
Table 15.1. Question 13 
 Male Female 








Table 15.2. Question 13: Chi-Square 
















on like of 
celebrity 
Purchased 




based on like of 
product 
17 3 3.57% 14 16.66% 
 



















67 6 7.14% 50 59.52% 11 13.06% 
 
Question 14, Have you ever purchased a product from Kimora Lee Simmons’s 
fashion lines: “Baby Phat” or “KLS Collection”? 
 There was a 100 percent response rate to Question 14. Two males 
claimed that they had purchased a product from Kimora Lee Simmons’s fashion 
lines. Thirty-three males responded that they had not purchased a product from 
Kimora Lee Simmons’s fashion lines.  Twenty-five females responded that they 
had purchased a product from her lines, while twenty-four females responded 
that they had not purchased a product from her lines. See Table 16.1. The Chi-
square correlation produced a value of 19.21, which exceeded the level of 
significance of 5.410 at p>0.01. The degree of freedom was one. Table 16.2 
shows the Chi-square data collected from Question 14.  Of the twenty-seven 
respondents that had purchased a product, two or 2.38% claimed that the 
determining factor of their purchase was based on their like of Kimora Lee 
Simmons and the connection they felt they would have with her once wearing a 
garment or accessory from her lines. The remaining twenty-five respondents or 
29.76% claimed that their purchase was based only on the like of the style, 
quality, or price of her products. Of the fifty-seven respondents who had not 
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purchased a product from her lines, six or 7.14% claimed that they had not 
purchased a product from her lines because they did not like Kimora Lee 
Simmons.  Thirty-six respondents or 42.86% claimed they had not purchased a 
product from her lines because they genuinely did not like the style, quality, or 
price of her products.  Fifteen or 17.86% of the respondents claimed that they 
had not purchased a product from her lines because they were unfamiliar with 
her having fashion lines. Table 16.3 and 16.4 presents the additional survey data 
for Question 14.   
Table 16.1. Question 14 
 Male Female 








Table 16.2. Question 14: Chi-Square 
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Purchased 




based on like of 
product 
27 2 2.38% 25 29.76% 
 



















57 6 7.14% 36 42.86% 15 17.86% 
 
Question 15, Have you ever purchased a product from “50 Cent” Curtis James 
Jackson III’s, fashion lines: “G-Unit Clothing”? 
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 There was a 100 percent response rate to Question 15. Two males 
claimed that they had purchased a product from 50 Cent’s fashion line. Thirty- 
three males responded that they had not purchased a product from 50 Cent’s 
fashion line.  Four females responded that they had purchased a product from 
his line, while forty-five females responded that they had not purchased a product 
from his line. See Table 17.1. The Chi-square correlation produced a value of 
2.97, which exceeded the level of significance of 2.710 at p>0.05. The degree of 
freedom was one. Table 17.2 shows the Chi-square data collected from Question 
15.  Of the six respondents that had purchased a product, two or 2.38% claimed 
that the determining factor of their purchase was based on their like of 50 Cent 
and the connection they felt they would have with him once wearing a garment or 
accessory from his line. The remaining four respondents or 4.76% claimed that 
their purchase was based only on the like of the style, quality, or price of his 
products. Of the seventy-eight respondents who had not purchased a product 
from his line, seventeen or 20.23% claimed that they had not purchased a 
product from his line because they did not like 50 Cent.  Forty-six respondents or 
54.76% claimed they had not purchased a product from his line because they 
genuinely do not like the style, quality, or price of his products.  Fifteen or 17.86% 
of the respondents claimed that they had not purchased a product from his line 
because they were unfamiliar with him having a fashion line. Table 17.3 and 17.4 






Table 17.1. Question 15 
 Male Female 








Table 17.2. Question 15: Chi-Square 
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based on like of 
product 
6 2 2.38% 4 4.76% 
 




















78 17 20.23% 46 54.76% 15 17.86% 
 
Question 16, Have you ever purchased a product from any other celebrity 
fashion line? 
 There was a 100 percent response rate to Question 16. Five males 
claimed that they had purchased a product from another celebrity’s fashion line. 
Thirty males responded that they had not purchased a product from another 
celebrity’s fashion line.  Ten females responded that they had purchased a 
product from another celebrity’s fashion line, while thirty-nine females responded 
that they had not purchased a product from another celebrity’s lines. See Table 
18.1. The Chi-square correlation produced a value of 5.23, which exceeded the 
level of significance of 2.710 at p>0.05. The degree of freedom was one. Table 
18.2 shows the Chi-square data collected from Question 16.  Of the fifteen 
respondents that had purchased a product, four or 4.76% claimed that the 
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determining factor of their purchase was based on their like of the celebrity and 
the connection they felt they would have with them once wearing a garment or 
accessory from their line. The remaining eleven respondents or 13.10% claimed 
that their purchase was based only on the like of the style, quality, or price of the 
products. Of the sixty-nine respondents who had not purchased a product from 
another celebrity’s line, four or 4.76% claimed that they had not purchased a 
product from another celebrity’s line because they did not like any other celebrity.  
Fifteen respondents or 17.86% claimed they had not purchased a product from 
another line because they genuinely did not like the style, quality, or price of the 
products.  Fifty or 59.52% of the respondents claimed that they had not 
purchased a product from another celebrity’s line because they were unfamiliar 
with any other fashion line. The additional celebrities listed in question 16 were: 
Michael Jordan, Karl Kani, Britney Spears, Travis Barker, Mary Kate and Ashley 
Olsen, Master P. and Eve.  Table 18.3 and 18.4 presents the additional survey 
data for Question 16.   
Table 18.1. Question 16 
 Male Female 








Table 18.2. Question 16: Chi-Square 
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Purchased 




based on like of 
product 
15 4 4.76% 11 13.10% 
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69 4 4.76% 15 17.86% 50 59.5% 
 
Question 17, In your opinion, do you feel consumers copy the fashion style of 
celebrities? 
There was a 100 percent response rate to Question 17.  Seventy or 83% 
of the population claimed that they felt that consumers copy the fashion style of 
celebrities.  Fourteen or 17% of the population claimed that they felt consumers 
did not copy the fashion styles of celebrities.   
Table 19. Consumer Behavior 
Do consumers copy the fashion styles of celebrities? 
Response Number of responses Percentage of 
responses 
yes 70 83% 
no 14 17% 
 
SUMMARY 
This chapter included the consumer behavior data that was collected from 
the anonymous surveys.  The surveys contained questions about celebrities and 
their fashion and beauty lines. The researcher performed the overview of the 
responses and statistical analyses for the experiment. This chapter organized 
and reported the findings from the surveys. The findings provided if the students 
had purchased or had not purchased a product from a celebrity line. The findings 
also provided a deeper insight as to why the participants did or did not make a 
purchase. A summary and the results of the surveys will be discussed in chapter 
V as well as recommendations for further research. 
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CHAPTER V 
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 
Celebrities were an influence in many ways, because so many people 
looked up to them and claimed to relate with that person.  One major influence 
celebrities had was in the realm of the fashion industry.  Celebrities were often 
photographed and whatever they were wearing would be conveyed to the 
general public.  The styles that celebrities wore influenced consumers, who then 
began to copy the style.  This chapter summarized why and how the study was 
conducted, the conclusions that could be derived from the survey data, and 
recommendations for future research to better understand consumer behavior in 
relation to celebrity influence. 
SUMMARY 
The focal point of this study was to determine males’ and females’ 
consumer behavior toward celebrity fashion and beauty lines. The following 
hypothesis was used to guide this study: 
H1: Female consumers purchased more products from celebrity’s fashion and 
beauty lines than male consumers. 
 Celebrities had always had an influence on the general public.  People 
looked up to celebrities and used them as a guide to what was and was not in 
style.  There were many fashion theories dealing with consumer behavior and 
celebrity status.  One of the oldest fashion theories known was the trickle-down 
theory.  This theory stated that a style that was first adopted by people at the top 
of the social pyramid would gradually gain acceptance within lower social levels 
(Stone, 2007).  Even though celebrities seemed to be cutting edge with fashion 
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trends, they were not the ones who controlled the fashion industry.  Consumer 
behavior was key in the fashion industry; it was what determined companies 
overall revenue.  “Consumers’ wants and needs created a cycle of consumer 
demand, industry catering to that demand, and finally, consumer acceptance with 
the purchase of merchandise in the retail market” (Frings, 2008, p. 62).   
 The relationship between celebrities and consumer behavior was an 
important topic to a wide range of subject areas.  The compilation of data from 
the research determined the common factors that impacted the relationship 
between these two variables.  It assisted in filling the gaps of knowledge between 
the reasoning why consumers purchased celebrity’s fashion and beauty lines.  In 
addition, the overview of the study could assist in marketing efforts by the 
celebrity’s lines and their knowledge of consumer behavior.   
 A limitation to the research study was that the participants were students 
from Old Dominion University.  The population of this study were students 
enrolled in five of the six OTS 110T courses, Technology and Your World, in the 
Spring 2008 semester. The students chose this course from a selection of 
required general education courses.   
 The instrument used to generate the findings was an anonymous survey. 
The survey was structured using questions pertaining to student’s gender and 
consumer behavior in relation to celebrity fashion and beauty lines.  The 
research goal led the direction of the survey, which helped to determine what 
gender was purchasing celebrity lines.  The survey also revealed why consumers 
purchased and why they did not purchase these products.   
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The researcher provided the instructor of each section of the course with 
twenty-four survey packets.  The instructor of each class selected a student to 
distribute the survey packets to each student within the class.  The instructor was 
not present when the surveys were administered. The survey packet included a 
cover letter, instructions, and a survey.  The students had the option of not 
completing the survey or participating in the study.  After completion, the 
students returned the answered surveys into a survey packet at the front of the 
room.  Once all the surveys were returned, a student took the envelope to the 
department office and placed them in the researcher’s mailbox.  Due to this 
method of data collection, information could not be identified back to individual 
students or classes. 
 After the researcher received all of the completed surveys, the data were 
tabulated and recorded.  The data were then reviewed to see what the 
relationship was between genders and consumer behavior in relation to celebrity 
influence.  The chi-square method was used to determine student’s consumer 
behavior in relation to their gender and purchasing celebrity fashion and beauty 
lines. 
CONCLUSIONS 
 The following hypothesis was used to guide this study: 
H1: Female consumers purchased more products from celebrity’s fashion and 
beauty lines than male consumers. 
 After analyzing the results of the Chi-square tests, the hypothesis was 
accepted.  Since thirteen of the fifteen X2 values exceeded either the p> .05 or 
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the p>.01 level of significance for a one-tailed test, the hypothesis was accepted. 
Through the data collected from the surveys, the researcher concluded that 
women were purchasing more products from celebrity’s fashion and beauty lines 
than men.  Table 20 shows the celebrity analysis for each celebrity’s lines that 
were included in the survey. 


















































50 Cent Accept 
Others Accept 
 
 Further information was concluded from the survey information about the 
participants’ consumer behavior.  Although females were purchasing more 
products from celebrity’s fashion and beauty lines than males, other consumer 
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behavior issues were involved with the data.  According to the data, more 
participants as a whole did not purchase products from celebrity’s fashion and 
beauty lines.  The consumers who had purchased a celebrity product did so 
based more on the like of the style, quality or price of the products.  Only a 
handful of the participants claimed they purchased products based on their 
admiration of the celebrity.   
RECOMMENDATIONS 
This study was undertaken to determine celebrity’s fashion and beauty  
lines influence on consumer’s choice.  Since more women purchased products 
from celebrity fashion and beauty lines, marketing efforts should be made by 
each of the lines to target more male consumers. 
The researcher has developed recommendations for further study into 
celebrity’s fashion and beauty lines influence on consumer choice: 
1. The participants for the study were selected through a general education 
course at Old Dominion University, which included students from all 
different majors.  The researcher recommends conducting the same 
research with a different population.  If all the participants were fashion 
students then the outcome may be different because they tended to be 
more fashion conscious.  
2. The researcher recommends surveying only participants that have 
purchased products from celebrity lines.  The researcher could then 
question the consumer’s motive for purchasing the products, which would 
give more insight as why consumers are purchasing. 
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3. The researcher recommends setting up three experimental groups of 
consumers: one group would contain all males, one group would contain 
all females, and the third group would be a mixture of males and females.  
Marketing teams from each celebrity’s lines would question each group to 
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Appendix A- Cover Letter 
Dear Consumer: 
I am inviting you to participate in a research project of consumers to determine if 
they have purchased products from celebrity fashion and beauty lines.  This 
research will be used to determine if consumers are purchasing celebrity fashion 
and beauty lines, and if so, why they are purchasing celebrity products.  This 
research will also help determine if there are consumers not purchasing celebrity 
fashion and beauty lines, and if so, why they chose not to buy celebrity products.  
I have attached a survey including different celebrities and their products. I am 
asking you to review the survey and, if you choose to do so, complete it and refer 
it to the front of the classroom so that the survey’s can be returned to me.  You 
do have the option to not participate in the study and will you not be penalized if 
you choose not to participate. It should take you about five (5) minutes to 
complete.   
 
There are no known risks for participating in this survey, and I guarantee that 
your responses will be kept anonymous.  You should not put your name on the 
survey when you fill it out, and I promise that I will respect your privacy.    
 
The results of this project will be used for my graduate research paper.  Through 
your participation I hope to understand the reasoning of consumer behavior in 
relation to celebrity fashion lines. I hope you will take the time to complete this 
questionnaire and return it. Your participation is voluntary and the completion of 
this research cannot be executed without your willingness. To receive a summary 
of my study results, email me at scorb001@odu.edu.  
 
 
If you have any questions about the survey, or about being in this study, you may 
contact me at scorb001@odu.edu.  The Human Subjects Review Committee at 
Old Dominion University has approved this study. If you have any concerns 
about your rights as a participant in this study you may read about human 
subjects’ participation at the Office of Research website at 
http://www.odu.edu/ao/research/. 
 




Samantha K. Corbus 
Graduate Student 




Appendix B- Survey Document 
 
Celebrity’s Fashion Lines Influence on Consumer’s Choices 
 
Purpose: The purpose of this survey is to determine if consumers purchased celebrity’s fashion 
and beauty lines based on the name of the celebrity or if the consumers genuinely liked the 
fashion lines and based purchases on this fact. The survey is anonymous. You will not be asked 
to identify yourself in any way. 
 
Instructions: The following questions contain celebrities and their fashion and/or beauty lines.  
You are to read each question and answer if you have or have not purchased a product from 
each celebrity’s lines.  If you answer yes, please provide why, based on either of the options 
given.  If your answer is no, please provide why you did not make a purchase based on the 
options given.  There are 14 celebrities and their lines named in this survey.  There are also 
additional questions based on consumer behavior in relation to celebrity’s lines. This survey 
contains both open and closed formed questions. 
 
Questions:   
 




2. Have you ever purchased a product from Beyonce Knowles’s fashion lines: “House of 
Deréon” (Couture. Kick. Soul.) or “Deréon” (The Deréon Collection)? 
  Yes              If yes, was the determining factor of your purchase        
based on your like of Beyonce and the connection you 
feel you would have with her once wearing garments 
or accessories from her lines? 
 
   If yes, was the purchase based only on your like of the   
                         style, quality, or price of her products?  
 
  No  If no, was this because you do not like Beyonce, so you do not  
    want to buy into her lines? 
 
   If no, was this because you genuinely do not like the style,  
   quality, or price of her products? 
 
 If no, was this because you were unfamiliar with Beyonce having   
   fashion lines? 















3. Have you ever purchased a product from Jessica Simpson’s fashion lines: “JS by Jessica 
Simpson” (handbags, shoes, and swimwear)or Princy,  her beauty lines “Dessert”, or 
“Dessert Treats” or “Jessica Simpson Hair Extensions”? 
                
               Yes          If yes, was the determining factor of your 
  purchase based only on your like of Jessica 
  Simpson and the connection you feel you 
  would have with her once wearing garments, accessories, or  
   beauty products from her lines? 
 
   If yes, was the purchase based only on your like of the style,  
   quality, or price of her products? 
                         
   No  If no, was this because you do not like Jessica Simpson, so you  
     do not want to buy into her lines? 
 
   If no, was this because you genuinely do not like the style,  
   quality, or price of her products?  
  
 If no, was this because you were unfamiliar with Jessica Simpson  






4. Have you ever purchased a product from Sean “Diddy” Combs’s fashion lines: “Sean 
John”, “Bad Boy Sportswear” or “Sean John Tailored”?  
       
               Yes          If yes, was the determining factor of your  
  purchase based only on your like of Sean  
  “Diddy” Combs and the connection you feel  
  you would have with him once wearing  
  garments, accessories, or beauty products  
  from his lines? 
 
   If yes, was the purchase based only on your like of the style,  
   quality, or price of his products? 
                         
   No  If no, was this because you do not like Sean “Diddy” Combs, so  
    you do not want to buy into his lines? 
 
   If no, was this because you genuinely do not like the style,  
   quality, or price of his products? 
 
  If no, was this because you were unfamiliar with Sean “Diddy”  











5. Have you ever purchased a product from Jennifer Lopez’s fashion lines: “JLo” 
“Sweetface” or “JustSweet”? 
        
               Yes          If yes, was the determining factor of your purchase  
  based only on your like of Jennifer Lopez and the  
  connection you feel you would have with her once  
  wearing garments, accessories, or beauty  
  products from her lines? 
 
   If yes, was the purchase based only on your like of  
   the style, quality, or price of her products? 
                         
   No  If no, was this because you do not like Jennifer Lopez, so you do  
    not want to buy into her lines? 
 
   If no, was this because you genuinely do not like the style,  
   quality, or price of her products? 
 
  If no, was this because you were unfamiliar with Jennifer Lopez 








6. Have you ever purchased a product from Justin Timberlake’s fashion line: “William 
Rast”? 
 
               Yes          If yes, was the determining factor of your purchase  
  based only on your like of Justin Timberlake and the  
  connection you feel you would have with him once  
  wearing garments or accessories from his line? 
 
  If yes, was the purchase based only on your  
                         like of the style, quality, or price of his products? 
                         
   No  If no, was this because you do not like Justin Timberlake, so you  
    do not want to buy into his line? 
 
   If no, was this because you genuinely do not like the style,  
   quality, or price of his products? 
 
  If no, was this because you were unfamiliar with Justin  










7. Have you ever purchased a product from Vanessa and Angela Simmons’s fashion line: 
“Pastry”? 
 
               Yes          If yes, was the determining factor of your purchase  
  based only on your like of Vanessa and Angela  
  Simmons and the connection you feel you would  
  have with them once wearing garments or  
  accessories from their line? 
 
   If yes, was the purchase based only on your like of  
   the style, quality, or price of their products? 
                         
   No  If no, was this because you do not like Vanessa and Angela  
    Simmons, so you do not want to buy into their line? 
 
   If no, was this because you genuinely do not like the style,  
   quality, or price of their products? 
 
  If no, was this because you were unfamiliar with Vanessa and  








8. Have you ever purchased a product from Nelly’s fashion lines: “Apple Bottoms” or “Vokal 
Clothing”? 
 
               Yes          If yes, was the determining factor of your purchase  
  based only on your like of Nelly and the  
  connection you feel you would have with him once  
  wearing garments or accessories from his lines? 
 
   If yes, was the purchase based only on your like of  
   the style, quality, or price of his products? 
                         
   No  If no, was this because you do not like Nelly,  
    so you do not want to buy into his lines? 
 
   If no, was this because you genuinely do not like the style,  
   quality, or price of his products? 
 
  If no, was this because you were unfamiliar with Nelly  










9. Have you ever purchased a product from Gwen Stefani’s fashion line: “L.A.M.B.”? 
 
               Yes          If yes, was the determining factor of your purchase  
  based only on your like of Gwen Stefani and the  
  connection you feel you would have with her once  
  wearing garments, accessories, or beauty products  
  from her line? 
 
   If yes, was the purchase based only on your like of  
   the style, quality, or price of her products? 
                         
   No  If no, was this because you do not like Gwen Stefani,  
    so you do not want to buy into her line? 
 
   If no, was this because you genuinely do not like the style,  
   quality, or price of her products? 
 
  If no, was this because you were unfamiliar with Gwen Stefani  










10. Have you ever purchased a product from Shawn “Jay-Z” Carter’s fashion line: 
“Rocawear”? 
 
               Yes          If yes, was the determining factor of your  
  purchase based only on your like of Jay-Z and  
  the connection you feel you would have with him  
  once wearing garments or accessories from his  
  line? 
 
   If yes, was the purchase based only on your like of  
   the style, quality, or price of his products? 
                         
   No  If no, was this because you do not like Jay-z,  
    so you do not want to buy into his line? 
 
   If no, was this because you genuinely do not like the style,  
   quality, or price of his products? 
 
  If no, was this because you were unfamiliar with Jay-Z 









11.  Have you ever purchased a product from Sarah Jessica Parker’s fashion line: “Bitten”? 
 
               Yes          If yes, was the determining factor of your  
  purchase based only on your like of Sarah Jessica  
  Parker and the connection you feel you would have  
  with her once wearing garments or accessories from 
  her line? 
 
   If yes, was the purchase based only on your like of  
   the style, quality, or price of her products? 
                         
   No  If no, was this because you do not like Sarah Jessica Parker,  
    so you do not want to buy into her line? 
 
   If no, was this because you genuinely do not like the style,  
   quality, or price of her products? 
 
  If no, was this because you were unfamiliar with Sarah Jessica  










12.  Have you ever purchased a product from Pharrell Williams’s fashion lines: “Billionaire   
 Buys Club” or “Ice Cream”?  
 
               Yes          If yes, was the determining factor of your  
  purchase based only on your like of Pharrell Williams 
   and the connection you feel you would have with him  
  once wearing garments or accessories from his line? 
 
   If yes, was the purchase based only on your like of  
   the style, quality, or price of his products? 
                         
   No  If no, was this because you do not like Pharrell Williams,  
    so you do not want to buy into his line? 
 
   If no, was this because you genuinely do not like the style,  
   quality, or price of his products?  
 
  If no, was this because you were unfamiliar with Pharrell  









13. Have you ever purchased a product from Russell Simmons’s fashion line: “Phat Farm”?  
 
               Yes          If yes, was the determining factor of your  
  purchase based only on your like of Russell Simmons 
   and the connection you feel you would have with him  
  once wearing garments or accessories from his line? 
 
   If yes, was the purchase based only on your like of  
   the style, quality, or price of his products? 
                         
   No  If no, was this because you do not like Russell Simmons,  
    so you do not want to buy into his line? 
 
   If no, was this because you genuinely do not like the style,  
   quality, or price of his products? 
 
  If no, was this because you were unfamiliar with Russell  










14. Have you ever purchased a product from Kimora Lee Simmons’s fashion lines: “Baby  
      Phat” or “KLS Collection”? 
 
               Yes          If yes, was the determining factor of your  
  purchase based only on your like of Kimora Lee  
  Simmons and the connection you feel you would  
  have with her once wearing garments, accessories  
  or beauty products from her lines? 
 
   If yes, was the purchase based only on your like of  
   the style, quality, or price of her products? 
                         
   No  If no, was this because you do not like Kimora Lee Simmons,  
    so you do not want to buy into her line? 
 
   If no, was this because you genuinely do not like the style,  
   quality, or price of her products? 
 
  If no, was this because you were unfamiliar with Kimora Lee  










15. Have you ever purchased a product from “50 Cent” Curtis James Jackson III’s, fashion  
       line: “G-Unit Clothing””? 
 
               Yes          If yes, was the determining factor of your  
  purchase based only on your like of 50 Cent and  
  the connection you feel you would have with him  
  once wearing garments or accessories from his  
  line? 
 
   If yes, was the purchase based only on your like of  
   the style, quality, or price of his products? 
                         
   No  If no, was this because you do not like 50 Cent,  
    so you do not want to buy into his line? 
 
   If no, was this because you genuinely do not like the style,  
   quality, or price of his products? 
 
  If no, was this because you were unfamiliar with 50 Cent 
    having a fashion line? 
 
 
16. Have you ever purchased a product from any other celebrity’s fashion line? 
 
   Celebrity’s name and fashion line:______________________________________________ 
 
               Yes          If yes, was the determining factor of your purchase based only  
  on your like of the celebrity and the connection you feel you  
  would have with him/her once wearing garments, accessories, or  
  beauty products from his/her line? 
 
   If yes, was the purchase based only on your like of the style,  
   quality, or price of his/her products? 
                         
   No  If no, was this because you do not like celebrity, so you do not  
    want to buy into his/her line? 
 
   If no, was this because you genuinely do not like the style,  
   quality, or price of his/her products? 
 
  If no, was this because you were unfamiliar with any other  
  celebrities having a fashion line? 
 
 
 17. In your opinion, do you feel consumer’s copy the fashion styles of celebrities? 
 
Yes    No 
 
 
 
 
 
  
